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Abstract
Purpose: This study investigates air passengers’ perceptions of  the brand personalities of
airlines and explores the relationships between the brand personality and its antecedent factor,
the country-of-origin of  the airlines, and the consequent factor which is the purchase intention
to the corresponding airlines.
Design/methodology: The study uses a questionnaire survey containing air passengers’ trip
characteristics and demographics and three main scales: country-of-origin, brand personality,
and purchase intentions to collect the data of  490 respondents flying from Kaohsiung to
Macao. The passengers were from three types of  airlines: an international airline with a global
network, a regional airline, and a low-cost carrier. The analysis of  variance (ANOVA) was
conducted to investigate the differences in the perceptions of  brand personalities of  airlines and
a SEM and a regression models were separately developed to determine the antecedent and the
consequent factors of  airline brand personality. 
Findings: The air passengers’ perceptions regarding the brand personalities of  different types
of  airlines were significantly different. The country-of-origin of  airlines was proved as a
significant factor for the brand personality. The brand personality also significantly influenced
passengers’ purchaser intentions to the corresponding airlines. Moreover, some demographic
and trip characteristics such as personal monthly income, memberships in the airline’s frequent
flyer program, and experiences with the airlines were also determined as the significant variables
to impact passengers’ purchase intentions.
Originality/value: The concept of  brand personality has been explored by various researches
but few related to airline management and identified as a key element to brand marketing.
Particularly, low-cost carriers always implement different marketing strategies to create a
distinctive position in their target customers’ mind and legacy airlines are also doing different
things to retain their customers. Therefore, investigating passengers’ perceptions of  airlines
-1-
Journal of  Airline and Airport Management 9(1), 1-13
from the perspective of  brand personality is an important issue for airline management. Not
only does this study prove the differences in passengers’ cognitions of  brand personalities of  a
global network airline, a regional network airline, and a low-cost airline but conclude the
determinants and influences of  the brand personality. 
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1. Introduction
Investigating air passengers’ choices of  airlines has always been a popular issue for academics. There has been a
substantial number of  studies exploring issues such as passengers’ trade-offs among the attributes including
airfare, transfer service, and flight frequency, and these studies generally employed discrete choice models for
their analyses (e.g. Alamdari & Black, 2007; Ong & Tan, 2010; Chang & Sun, 2012; Milioti, Karlaftis &
Akkogiounoglou, 2015). There are also some studies analyzing passengers’ perceptions regarding service quality,
service value, airline brand credibility, airline image, and attitudes to see how these factors affect passengers’
intentions, loyalty, and/or behaviours. These studies frequently adopted multivariate analysis (i.e., factor analysis
and/or cluster analysis), structural equation modelling (SEM), and multiple regressions as the main
methodologies (e.g. Chen & Wu, 2009; Yang, Hsieh, Li & Yang, 2012; Akamavi, Mohamed, Pellmann & Xu,
2015; Kurtulmuşoğlu, Can & Tolon, 2016; Laming & Mason, 2014; Jeng, 2016; Koklic, Kukar-Kinney & Vegelj,
2017). 
Among those psychological factors, brand personality (BP), which refers to the set of  human characteristics
associated with a brand (Aaker, 1997), has been explored by various researches since it was proposed by Aaker
(1997). A meta-analysis study by Eisend and Stokburger-Sauer (2013) investigated more than 50 research papers
found in the electronic databases by using the keywords of  “brand personality” and/or “Aaker 1997”, they
identified that BP has a significant impact on brand attitude, brand relationship strength, brand commitment,
purchase intentions, and purchase behaviours. Other studies such as Anuja (2010) used Dove, one of  the brands
among Unilever products, as the target brand and identified that BP would help strengthen the customer
relationship with the brand. Su and Tong (2016) concluded that particular brand personalities of  a jean brand
enhanced customer brand loyalty. The study of  Shetty and Rodrigues (2017) using bank industry as a case study
also found a positive causal-effect relationship existed between BP and loyalty. Accordingly, BP has been evident
in influencing customers’ purchase behaviour. 
But, how BP is formed? It is the result of  brand marketing. Eisend and Stokburger-Sauer (2013) indicated that
marketing campaigns, such as advertisements, product designs, and the product’s country-of-origin (COO) would
significantly influence customers’ perceptions of  BP (i.e., the marketing creates the brand personality of  the
product). Cervera-Taulet, Schlesinger and Yagüe-Guillen (2013) tested the antecedent effect of  advertisement on
BP for the airlines in Spain. They found that the advertisement only significantly impacted one of  the
dimensions of  BP, Sophistication. Further, customers’ age, gender, and education and their personal’s
experiences with a brand determine the perception of  BP as well (e.g. Romero & de la Paz, 2012; Eisend &
Stokburger-Sauer, 2013). Wang and Yang (2008) studied the effect of  COO on the relationship between BP and
purchase intention using the auto industry in China as a case. They conducted a hierarchical regression analysis
and found that COO significantly and positively determined BP and, also, purchase intention. Moreover, COO
played a key role in moderating the relationship between BP and purchase intention. The study from Fetscherin
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and Toncar (2010), also focused on the auto industry, found consumers’ perceptions of  automobile BP varied
partially according to COO image of  the brand. 
To our knowledge, only a few studies have ever explored air passengers’ perceptions of  the BPs of  airlines. For
instance, Karoubi and Noghan (2014) used Aaker’s five-dimension and 42-characteristic model for BP (Aaker,
1997) to measure the views of  the technical directors of  travel agencies regarding the BPs of  a national flag
carrier and a private airline in Iran, namely, Mahan Airlines and Iran Air, respectively. They concluded that
Mahan Airlines was superior to Iran Air in all five dimensions of  Aaker’s BP model. In other words, the private
airline has stronger competence than the state-owned carrier since the former pays more attention to the market
and marketing issues. The study of  Karoubi and Noghan (2014) inspires our research to investigate passengers’
perceptions of  the BPs of  different types of  airlines, i.e., an international full-service airline, a low-cost airline,
and a regional airline. Another study conducted by Kotsi and Slak Valek (2018) used the two luxury airlines in the
Middle East region, Emirates and Etihad Airways, as the subjects to compare their BPs. The study of  Kotsi and
Slak Valek (2018) also referred to the original Aaker’s scale of  BP, but in the end, they only chose one trait in
each dimension to avoid the risk of  respondent fatigue. They used the global advertisement images of  the two
airlines as the antecedents that created their BPs and tested the consequences including recognition,
consideration, purchase, loyalty, and word-of-mouth (WOM). The results showed that the BPs of  the two luxury
airlines differed in the dimensions of  Sincerity, Excitement, and Competence. Moreover, the airline’s BP would
affect passengers’ purchase decisions and loyalty. 
Accordingly, the first purpose of  this study is to investigate the BPs of  different types of  airlines from the
perspectives of  air passengers. We used the route from Kaohsiung, the main southern city in Taiwan, to Macau
for the case study. There are three airlines currently operating this route (during the period of  our survey),
including EVA Airways (EVA), which is the second largest international airline in Taiwan and has been a member
of  the Star Alliance since June of  2013; Air Macau (AMU), which is the flag carrier of  Macau and mainly serves
the Asian market; and Tigerair Taiwan (TTW), which is the first low-cost airline in Taiwan and uses the Tigerair
brand that originates in Singapore. Meanwhile, according to the previously mentioned studies, advertisement
campaigns, product designs, and brands’ country-of-origin have significant impacts on customers’ perceptions of
BPs. Since airlines less frequently advertise their services on mass media such as TV, people are rarely exposed to
the advertisements of  airlines. People also rarely see any advertising campaigns for foreign airlines in their local
area. Furthermore, most full-service carriers provide similar services to passengers. Although EVA Airways and
Air Macau are quite different airlines in terms of  their service networks, they both are legacy airlines. Tigerair
Taiwan is a low-cost airline offering several service packages (e.g., seat + check-in baggage, seat + check-in
baggage + in-flight meal) depending on the airfares the passengers have paid. However, since it is a short
distance flight from Kaohsiung to Macau (i.e., no more than 90 minutes) and the three operators all use single-
aisle aircrafts such as the B737 or A320 for the flights, the service experiences of  these three airlines would not
be so different. Therefore, we assumed that the country-of-origin of  airline brands is the only clue for
passengers to determine their perceptions of  the BPs of  airlines. We also selected the purchase intentions for
airline products as the consequence of  BP. Thus, the second purpose of  this study is to test the relationship
between BP and its antecedent factor, brand COO, and the relationship between BP and its consequent factor,
passengers’ purchase intentions. Figure 1 illustrates the research framework of  this study. 
Figure 1. Research Framework
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2. Current Market From-To Kaohsiung and Macau
Kaohsiung, the largest city in Southern Taiwan, is home to Kaohsiung International Airport. There are three
airlines currently operating on the route between Kaohsiung and Macau. They are EVA Airways (EVA), Air
Macau (AMU), and Tigerair Taiwan (TTW). The three airlines currently provide 90 scheduled round-trip flights
per week (through Feb. 2018) between Kaohsiung and Macau, and the flight time is approximately 90 minutes. In
2017, there were more than 350,000 trips served by the airlines, and EVA owned the greatest share of  the market
by accounting for 44% while AMU served the fewest passengers by accounting for 26%. 
EVA Airways is an international airline in Taiwan (R.O.C.) and a legacy airline. The airline has been one of  the
members of  the Star Alliance since June 2013. EVA Airways carried over 12 million passengers and served 52
destinations in 2017. Air Macau is a regional airline registered in Macau and only serves Asian destinations. Air
Macau operated flights from Macau to 27 destinations in Asia in 2017, and 18 of  those were in Mainland China.
Since the traffic data from Air Macau is not available to the public, we retrieved its traffic data from the CAA
(Civil Aeronautics Administration) of  Taiwan. In 2017, Air Macau carried approximately 460,000 passengers
between Taiwan (i.e., Taipei and Kaohsiung) and Macau. Tigerair Taiwan is the first low-cost carrier in Taiwan. It
was founded by China Airlines, the biggest international airline in Taiwan, and Tigerair, from Singapore, at the
end of  2013. Since 2017, China Airlines owns 100% of  the shares of  Tigerair Taiwan but still uses the brand that
originates from Singapore. In 2017, Tigerair Taiwan transported more than 2 million passengers and served 19
destinations, which were mostly in the North-East Asia region (i.e., Korea and Japan). 
3. Data
3.1. Questionnaire survey design
A face-to-face questionnaire survey was conducted from the middle of  April to the end of  May in 2018 in the
airside terminal of  Kaohsiung International Airport, Taiwan. Several well-trained interviewers randomly
intercepted passengers who were waiting for flights departing for Macau. The questionnaire contains five
sections. The first section inquires the information of  trip characteristics from passengers such as travel purpose,
airline, trip length, membership in an airline’s frequent flyer program, and travel type. The second part of  the
questionnaire asks questions regarding passengers’ images of Taiwan, Macau, and Singapore, which are the
countries-of-origin of  EVA, AMU, and TTW, respectively. We referred to the COO scales proposed by Axelsson
and Vakhrameeva (2016) and Chung and Feng (2016) and modified them according to the results of  the pretest.
The latest version of  the measurement for the country-of-origin includes five items representing economics,
politics, life, information and technology, and people. The third section surveys the passengers’ perceptions of
the BP for each airline. The BP scale was originally adapted from Aaker’s five dimensions and 42 characteristics
model. Since there were also a lot of  local research papers in Taiwan having used Aaker’s five-dimension BP
scale; thus it was not difficult to translate the scale into Mandarin. However, we still invited an English native
speaker who also knows Mandarin well to help review the work of  translation. After the translation, some traits
had similar meanings from the aspect of  Mandarin. Considering the risks of  misunderstandings and confusion
and also, causing fatigues of  respondents, only 15 characteristics were used. However, 6 of  the 15 characteristics
were removed after the preliminary analysis of  the pretest due to their low correlation with the scale.
Accordingly, 9 characteristics were left for measuring passengers’ perceptions of  the BP for each airline. The
fourth part of  the questionnaire assesses passengers’ purchase intention. It contains four items. The details of
the measurement scales of  the country-of-origin, BP, and loyalty are listed in Table 1. The last section of  the
questionnaire inquires on passengers’ demographics regarding their age, gender, education, monthly income, and
the number of  times they travel abroad per year.
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Construct and measurement Main source of  references
Country-of-Origin (COO) 
High development of  economics (Economics) 
Good living standards (Life) 
High level of  democracy (Politics) 
Advanced information and technology (IT) 
Hard working people (People) 
Axelsson & Vakhrameeva (2016)
Chung & Feng (2016)
Brand Personality (BP) 
Honest 
Cheerful 
Original 
Spirited 
Imaginative 
Up-to-date 
Reliable 
Successful 
Glamorous 
Aaker (1997)
Purchase Intention 
The airline I used is my first priority to choose 
Compare to other airlines, I am more likely to choose this airline 
I would recommend this airline to my friends 
I am willing to take this airline in the future. 
Chung & Feng (2016)
Jeng (2016)
Table 1. Measurement scales of  constructs
3.2. Sample description 
The survey finally received 590 responses. After screening out incomplete and unreasonable answers to the
questions, 490 effective samples were used for the empirical analysis. Among the sample, 180 respondents were
from EVA, 151 used AMU, and 159 flew with TTW. The proportions of  male to female respondents were
similar across different airlines while younger respondents (i.e., less than 30 years old) mostly used TTW. This
indicates that low-cost airlines continuously offer services with cheap fares enabling air travel to be affordable for
most young adults. Most of  the passengers had monthly incomes in the range between NT$30,000 and
NT$50,000 (NT$30 is approximately equal to US$1); however, passengers using EVA or AMU on average had
higher monthly incomes. Approximately a quarter of  the respondents using the two traditional airlines had
monthly incomes of  more than NT$90,000, while only 10% of  TTW passengers had this income level. 
With respect to the trip characteristics of  the respondents, approximately 70% of  the respondents travelled for
tourism, regardless of  the type of  airline they used. However, we found that 17% of  the respondents using TTW
travelled for business purposes, and this is more than expected. Approximately a quarter of  the respondents
using EVA were members of  EVA’s frequent flyer program (FFP). Approximately 10% of  the respondents of
AMU were members of  AMU’s FFP However, 70% - 76% of  total respondents did not have the memberships
in the three airlines’ FFPs. Compared to the respondents using traditional airlines, nearly all of  the TTW
respondents travelled independently, that is, they planned their trips by themselves. Over a quarter of  the AMU
respondents travelled overseas 3 to 4 times a year. In contrast, 34% of  the EVA respondents and 36% of  the
TTW respondents travelled abroad once a year. 
4. Descriptive Analysis
4.1. Country-of-origin analysis 
Figure 2 demonstrates the perceptions of  the COO images of  Taiwan, Macau, and Singapore from the
respondents of  the three airlines. As it can be seen, the three airlines’ passengers presented similar perceptions
of  the country image of  Taiwan in terms of  the five indices, and Macau and Singapore respectively also received
nearly the same perceptions from the three airlines’ respondents. The ANOVA (Analysis of  Variance) results also
indicated that no significant differences existed across the perceptions of  the images of  three countries from
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each of  the airlines’ respondents. Accordingly, the perceptions of  the image for the same country, i.e., Taiwan,
Macau, or Singapore, from the different airline respondents were consistent.
However, the images of  the three countries were perceived significantly different from the same airline
respondents after being tested using ANOVA. In general, Taiwan received the highest scores for nearly all of  the
COO indices with the exception of  ‘High economic development’. Singapore received the highest score on
‘High economic development’ compared to the other two countries.
Figure 2. Perceptions of  the Country-of-Origin of  Airlines
4.2. Brand personality analysis 
Figure 3 displays the dimensions of  the 9 personal traits of  each airline as valued by the three airlines’
respondents. The pattern of  each airline in terms of  the 9 personality characteristics was quite different. Figure
3(a) presents the cognitions of  the BP from the EVA respondents. It shows that EVA received the highest scores
on all of  the personality characteristics, while AMU and TTW perceived lower and nearly the same. However,
from the perceptions of  AMU respondents, i.e., Figure 3(b), EVA did not receive as high scores as it did from
the EVA respondents, even though the airline still performed great compared to AMU and TTW. Figure 3(b)
also shows that AMU was perceived as good as EVA was on the traits of  ‘Honest’, ‘Original’, ‘Spirited’,
‘Imaginative’, and ‘Up-to-date’. The perceptions of  the TTW respondents differed from the others. According to
Figure 3(c), EVA received extremely high scores on being ‘Reliable’ and ‘Successful’ from the perspective of
TTW respondents; however, TTW was perceived as the best on the dimensions of  ‘Spirited’, ‘Imaginative’, and
‘Up-to-date’, and as good as EVA was with regard to the trait of  ‘Cheerful’. The ANOVA results showed that the
perceptions of  the airline BP for the three airlines were significantly different by each of  airline respondents.
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(a) EVA Respondents                          (b) AMU Respondents                          (c) TTW Respondents
Figure 3. Perceptions of  Brand Personalities of  Airlines
4.3. Purchase intentions analysis
Figure 4 demonstrates the purchase intentions of  the respondents in terms of  the four indices. Nevertheless,
EVA received the highest scores, thus indicating the high purchase intention of  EVA respondents towards the
airline. In contrast, AMU did not seem to be as preferred by its respondents. Moreover, the ANOVA test showed
that the EVA, AMU, and TTW respondents perceived significantly different purchase intentions to their
corresponding airlines.
Figure 4. Perceptions of  Purchase Intentions to the Corresponding Airlines
5. Model Results
5.1. The reliability and validity of  the measurements
Airline brand COO
The validity of  the factorial structure of  COO measured by the five items was examined using confirmatory
factor analysis (CFA). Since each respondent was required to rate the images of  Taiwan, Macau, and Singapore;
hence, three CFA was conducted respectively. For COO of  Taiwan, although the standardized coefficients on the
paths from the latent variable, Taiwan COO, to the five reflective indicators were estimated to be greater than the
minimum requirement of  0.5 (Hair, Black, Babin & Anderson, 2014); however, several indices of  model fit did
not meet the minimum requirements including the normed Chi-square (i.e. the Chi-square value divided by the
degrees of  freedom) greater than 5.0, root mean square error of  approximation (RMSEA) greater than 0.07, and
the comparative fit index (CFI) less than 0.97 (with only 5 measurements and 490 samples). Thus, model
improvement was suggested by referring to the modification indices. After several trials and removing the
indicator of  ‘Hard working people’ from CFA and considering a correlation link between the errors of  the
indicators of  ‘High economic development’ and ‘Good living standards’ to be added, the final results of  CFA for
Taiwan COO showed that the p-value of  Chi-square is 18.799; Chi-square/df  is 0.839; comparative fit index
[CFI] is 0.999; Tucker-Lewis index [TLI] is 0.997; root mean square error of  approximation [RMSEA] is 0.000
(pclose = 0.588); and standardized root mean square residual [SRMR] is 0.005. 
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Regarding COO of  Macau, the CFA was conducted adopting similar logic. After removing the indicator of
‘High economic development’ and, also, adding a correlation path between the measurement errors of  the
indicators of  ‘Good living standards’ and ‘High level of  democracy’, the final results of  CFA of  Macau COO
indicated that the p-value = 0.721, Chi-square/df  = 0.127, CFI = 0.999, TLI =0.996, RMSEA = 0.000 (pclose =
0.840), and SRMR = 0.002. Finally, the CFA of  Singapore COO was conducted. Again, the estimated factor
loadings were all greater than 0.5 while the overall model fit was far behind satisfactory. After removing the
indicator of  ‘High level of  democracy’ and adding one additional correlation path between the errors of  ‘High
economic development’ and ‘Good living standards’, acceptable CFA results were obtained. The p-value of  Chi-
square is 0.828, Chi-square/df  = 0.047, CFI = 0.999, TLI = 0.995, RMSEA = 0.000 (pclose = 0.903) and
SRMR = 0.010). 
Cronbach’s alpha of  the scale of  each country (with the rest of  four corresponding indicators) was greater than
0.7 (Taiwan: 0.788, Macau: 0.811, and Singapore: 0.874), thus indicating that the reliability of  the scale for each
country was acceptable. 
Airline BP
First, the exploratory factor analysis (EFA) was used to abstract few but meaningful factors reflecting airline BP.
Three subset data corresponding to the Airline BP of  EVA, AMU, and SIG were pooled for EFA. The results
suggested a four-factor solution after rotating by using orthogonal varimax. Table 2 shows the results of  EFA.
The four factors were conceptually named according to the meanings of  their associated variables with the
highest loadings. Accordingly, the factor of  F1 was named ‘Sincerity’; F2 was named ‘Original’; F3 was
‘Excitement’, and F4 was labelled ‘Competence’. Furthermore, the cumulated variance explained by the four
factors reached 86.3%. Since only one variable reflected the factor of  ‘Original’, the Cronbach’s alpha was
ignored. The other Cronbach’s alpha values suggested that the reliabilities of  ‘Sincerity’, ‘Excitement’, and
‘Competence’ were acceptable. 
BP variables F1-Sincerity F2-Original F3-Excitement F4-Competence
Honest 0.816 0.291 0.193 0.322
Cheerful 0.731 0.058 0.382 0.403
Original 0.151 0.957 0.115 0.165
Spirited 0.452 0.029 0.732 0.211
Imaginative 0.187 0.152 0.854 0.251
Up-to-date 0.151 0.133 0.860 0.290
Reliable 0.471 0.202 0.218 0.739
Successful 0.286 0.282 0.286 0.799
Glamorous 0.255 0.046 0.458 0.732
Variance explained 0.206 0.130 0.282 0.245
Cronbach’s alpha 0.841 - 0.885 0.892
Table 2. Results of  Factor Analysis of  Airline BP 
Then, the value of  each factor for each airline was assigned by calculating the mean of  the variables with the
greatest contributions to each factor (e.g. the value of  ‘Sincerity’ is the mean value of  ‘Honest’ and ‘Cheerful’).
This is to reduce the complexity of  the analysis afterwards. Similar to CFA done for COO image, three CFA
were also conducted for the BP measurements of  three airlines. Regarding the CFA for EVA BP, the four BP
factors associated with EVA were used to represent the concept of  EVA BP. The CFA results showed that the
p-value = 0.164, Chi-square/df  = 1.808, CFI = 0.998, TLI = 0.993, RMSEA = 0.042 (pclose = 0.475),
SRMR = 0.014. The same logic of  CFA was conducted for AMU BP and TTW BP separately. The results from
CFA of  AMU BP indicated that the p-value is 0.014, Chi-square/df  = 4.279, CFI = 0.994, TLI = 0.981,
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RMSEA = 0.084 (pclose = 0.123), SRMR = 0.014. Yet, the results from CFA of  TTW BP seemed to be
underfitting. The p-value of  Chi-square is 0.000, Chi-square/df = 12.588, CFI = 0.969, TLI = 0.907,
RMSEA = 0.158 (pclose = 0.000), SRMR = 0.037. Several trials of  improvement were taken by linking the
correlation paths between the measurement errors (one at a time) but the results then turned into overfitting (i.e.
RMSEA = 0.000). One reason could be that the number of  the measurement variables was quite few (only four
BP factors here); the degrees of  freedom was also few (i.e. df  = 2), thus causing unstable estimation (Hair et al.,
2014). Notwithstanding, we decided to retain it for the rest of  model analysis. 
Purchase intentions 
Different from the measurements of  airline brand COO and airline BP, the respondents only needed to rate their
intentions to take the airline they currently used in terms of  the four indicators (see Table 1). That is, one CFA
was conducted for the conceptual variable of  purchase intention. The results showed that the measurement fit
and reliability were acceptable (p-value = 0.406, Chi-square/df  = 0.010, CFI = 0.999, TLI = 0.993,
RMSEA = 0.000 (pclose = 0.626), SRMR = 0.003, and Cronbach’s alpha = 0.905). 
5.2. Structural equation model 
Based on the research framework proposed in this study, the airline brand’s country-of-origin is assumed to
influence passengers’ cognition of  the airline’s brand personality. The technique of  structural equation modelling
(SEM) was adopted to estimate the hypothesized relationships. Figure 5 displays the model’s structure and the
estimated results. It is worth to note that the model is a second-order SEM model composed of  two-order of
latent variables. The latent variables of  ‘COO Halo effect’ and ‘Beliefs of  BP’ are the higher order variables
being conceptually represented by the lower order latent variables of  COO of  each country and the BP for each
airline, respectively. The paths from these lower latent variables to their associated manifest variables were
omitted here due to limited spaces and concise. Thus, this model tests the causal-effect relationship from the
generalized images of  countries where the airlines from to the beliefs of  BP for airlines. 
While before estimating the SEM model, another CFA was conducted for testing the validity of  the overall
measurement model because the results of  CFA of  TTW BP were previously estimated to be underfitting. The
preliminary results found that the standardized coefficients on the paths separately from EVA BP, AMU BP, and
TTW BP to one of  the associated manifest variables, ‘Original’, were less than 0.5; therefore, these paths were
deleted from the measurement model. Final CFA results showed that the validity of  the overall measurement
model was acceptable under the condition of  21 observable variables and 490 samples. The p-value of  Chi-
square is 0.000 while the normed Chi-square (Chi-square/df) is 2.191. The values of  the indices of  CFI and TLI
are 0.961 and 0.949, respectively, met the criteria of  0.92 suggested by Hair et al. (2014). RMSEA is 0.051 less
than 0.07 (the probability of  RMSEA less than 0.05 is 0.434). SRMR is 0.038 less than 0.08. 
The estimated results of  the SEM model showed that the p-value of  Chi-square was significant at the a-level of
0.05; however, the other indices still suggested that the model’s fit was fairly acceptable. According to the results
in Figure 5, the standardized path coefficients from the halo effect to the three countries of  COO were positive
and greater than 0.5. This means that passengers had consistent images of  these countries (Chung & Feng,
2016). Similarity, on the right-hand side of  the model, passengers’ general beliefs of  BP were also significantly
and positively represented by the three airlines’ brand personalities. This indicates that passengers’ general
perceptions of  the BPs for the three airlines were also consistent. The standardized path coefficient from COO
to BP is 0.880, which is significant at the a-level of  0.01, and the coefficient of  determination, R2, for BP is
0.849. This identifies a strong causal-effect relationship between COO and BP. The model results verified that
the COO of  the airline brand is a significant antecedent factor of  the airline’s BP. 
Due to the fact that the observation data from COO and BP were not consistent with the data from purchase
intention, the relationship between BP and purchase intention cannot be estimated in one SEM model. Hence, a
regression model was employed. The CFA factor score of  purchase intention was computed and used as the
dependent variable of  the regression model. Furthermore, the value of  one key independent variable, BP, was
predicted using the model results in Figure 5. At first, a reduced model only considering BP and the airline
dummy variables was developed. Then, a full model that added the passengers’ sociodemographic variables and
trip characteristics followed. Table 3 summarizes the results. 
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COO: Country-of-origin, and BP: Brand personality. The figures are the standardized coefficients. ***: p<0.01. 
Model fit: p-value of  Chi-square = 0.001, Chi-square/df  = 1.987 (df  = 232), RMSEA = 0.046
(pclose = 0.850), CFI = 0.957, TLI = 0.948 and SRMR = 0.054. 
Figure 5. Estimated model results of  the impact of  COO on BP
Regarding the model fit, the R2 and the adjusted R2 were 0.152 and 0.157, respectively, for the reduced model
while the associated values were 0.209 and 0.235, respectively, for the full model. Both models had significant
p-values for F statistics. Moreover, the AIC of  the full model was smaller than the one of  the reduced model. A
likelihood ratio test for the difference between the reduced and the full models showed a significant result
(Chi-square = 44.89, p = 0.000), thereby indicating that adding passengers’ sociodemographic variables and trip
characteristics was helpful in explaining the variance of  loyalty. 
According to the results of  both models, the BP had a significant and positive effect on purchase intentions.
This indicates that if  the respondent has a positive perception of  the BP of  an airline, the greater the likelihood
of  the respondent using the respective airline. The EVA respondents showed greater intentions to take the
corresponding airline than the TTW passengers did. However, the AMU passengers demonstrated fewer
intentions to use the airline. With the exception of  the gender dummy variable (i.e., Female = 1), all other
sociodemographic variables were estimated to be significant at the α-level of  0.1. The variables indicating low to
high levels of  monthly income displayed less to more intention to use the airlines. Regarding the trip
characteristics, passengers having TTW membership showed significantly high purchase intentions; moreover,
passengers that had used TTW in last one month (before the day of  the survey) also demonstrated more
purchase intentions (significant at the α-level of  0.1). In contrast, passengers that had taken AMU in last one
month showed fewer purchase intentions to the corresponding airline. 
6. Discussion 
In this study, we aimed to investigate passengers’ perceptions of  the brand personalities of  different types of
airlines, i.e., a full-service airline that is allied with an international alliance, a full-service airline operating in a
regional network, and a low-cost carrier. We also verified the casual relationships between the airline’s brand
personality and its antecedent factor, the country-of-origin of  the airline, and between the brand personality and
its consequent factor, the purchase intention to the airline. The results showed that the three types of  airline
brands were perceived significantly different by passengers in terms of  the 9 personality characteristics. Needless
to say, as an international airline and a member of  the Star Alliance, EVA Airways was recognized very well on all
personality aspects and, in particular, on the traits of  ‘Honest’, ‘Glamorous’, ‘Successful’, and ‘Reliable’. 
However, Air Macau seemingly had no strengths or weaknesses regarding its personality as assessed by the three
airline’s respondents. Only the EVA respondents recognized Air Macau as being more ‘Up-to-date’ and
‘Imaginative’ while the AMU respondents perceived their own airline as being more ‘Original’. Tigerair Taiwan is
a low-cost airline. It is no surprise that the personality of  TTW was perceived as great on being ‘Up-to-date’,
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‘Imaginative’, ‘Cheerful’, and, particularly, ‘Spirited’ from the perspectives of  the TTW respondents. Meanwhile,
the perceptions of  the other two airline’s respondents were not as good as the TTW respondents on these
corresponding personality traits. Nevertheless, the three airlines’ respondents all perceived Tigerair Taiwan as
being the least ‘Original’. This implies that due to its newness in the market and different marketing strategies,
Tigerair Taiwan creates a fashionable, vigorous, joyful, and creative characteristics and that might be another
reason that it attracts young adults. We also found that Air Macau did not have a strong character, even from the
perspectives of  its respondents. This is a sign for the marketing managers of  the airline. 
Variables
Reduced Model Full Model
Coef. T-stat. Coef. T-stat.
Brand personality 0.709 6.401 0.788 7.253
Airlinea
  EVA
  AMU
0.161
-0.224
2.726
-3.457
0.200
-0.201
3.149
-2.986
Sociodemographics
  Gender
  Monthly income (NT$) < 30Kb
  Monthly income (NT$): 30K - 50K
  Monthly income (NT$): 50K - 70K
  Monthly income (NT$): 70K -110K
0.031
-0.374
-0.288
-0.292
-0.164
0.583
-3.908
-3.279
-3.237
-1.719
Trip characteristics
   EVA FFP membership
   AMU FFP membership
   TTW FFP membership
   Used EVA in the last month
   Used AMU in the last month
   Used TTW in the last month
   Travel independently
0.091
-0.063
0.395
-0.081
-0.267
0.176
0.088
1.223
-0.471
3.614
-0.848
-2.497
1.844
1.043
Constant -0.002 -0.038 0.111 0.886
Number of  observations 465 465
R2/Adjusted R2 0.157/0.152 0.235/0.209
F, p-value 28.640, 0.000 9.181, 0.000
AIC 756.113 735.221
a EVA: EVA Airways, AMU: Air Macau, and TTW: Tigerair Taiwan. TTW is the reference airline. 
b K = 1,000. US$ 1 = NT$ 30. 
Table 3. Regression model results
The antecedent factor, the generalized concept of  country-of-origin of  an airline, was identified to have a
significant influence on respondents’ general perceptions of  the personality of  the airline. Even though it is a set
characteristic of  an airline (where it from), the airline could work with the government to jointly marketing the
airline and the origin country. Regarding the impact of  brand personality on passengers’ purchase intentions, our
model disclosed a significant causal-effect relationship. This has the implication for airline managers that creating
a good personality for an airline would result in increased returns from passengers. The findings are consistent
with several past studies, i.e., Eisend and Stokburger-Sauer (2013) and Kotsi and Slak Valek (2017). 
7. Limitations and Future Studies 
The country-of-origin of  an airline is not the only factor determining passengers’ perceptions of  airlines’ brand
personalities (Eisend & Stokburger-Sauer, 2013). Considering that the advertising campaigns of  airlines are not
frequently seen by the public, we did not put the influence of  advertising into the model analysis. Future study
can be done by tracing the opinions of  Facebook followers of  an official airline account or those on similar
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social media to see how people’s cognition of  the personality of  an airline could be affected. Another study that
might also be feasible is to use experiments to test advertisements as a treatment and analyze its effect. For
example, Balaji and Raghavan (2009) used advertisement as stimuli to seek respondents’ perceptions of  BP for
the two IT related product brands. Regarding the personal traits, we only selected 9 characters for analysis. A part
of  the reason for this was that the meanings of  several personality characters, which were originally adapted
from Aaker’s (1997), were perceived as being too similar after the measures were translated into the Mandarin
language. Future research could conduct a careful review and try to include more characteristics related to the
airline industry in which the offered product mostly relies on labours. Finally, Mæhle and Shneor (2010) and
Seimiene (2012) indicated that customers prefer a brand closed to them in terms of  personality. In other words,
there is a connection between customer personality with brand personality. A future study could further explore
the congruence between airline brand and passenger personality. 
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